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Many international pharmaceutical companies aimed at the Chinese market, 
and have produced and invested their anti-neoplastic drugs in the Chinese market, 
which not only bring the increasingly intense competition in the pharmaceutical 
market , but also result that more and more pharmaceutical companies realize the 
importance on pharmaceutical marketing management. How to do marketing 
management? How to make Chinese consumers accept these medicines? How to 
seize the Chinese marketing share? These problems demand they need to solve, the 
corresponding oncology marketing management is particularly important.  
Glivec is listed in China that promote the Chinese medicine academic progress, 
which include the use of molecular biology research and marketing management. 
This paper cite Novartis Glivec marketing management in China as a case study, 
with the help of the development of its marketing management, which analyze and 
summarize the process, combined with relevant theories, multinational 
pharmaceutical companies targeting key factors and important way to successful 
marketing management anticancer drugs. Meanwhile, It provide some reference of 
targeted anticancer drugs marketing management for the Chinese molecular 
pharmaceutical companies. 
Firstly, this paper presents the basis and significance of the topic , combined 
with the use of case studies needed to theory, the theories of Market Segmentation, 
Marketing 4C and Product Life Cycle are outlined. Meanwhile，this study introduce 
a brief overview of the main research content and research paper ideas. Moreover, 
combined with the actual situation of Glivec based on the analysis of anticancer 
drugs on the market, the paper discuss the Glivec’s marketing management practice 
and analyzed theory application respectively from three angles which are the 
theories. Finally, the main conclusions on Glivec’s outrageous success of marketing 














marketing strategies; Secondly, accurate market segments, to seize the target 
customer groups; Thirdly, the combination of the actual product , the effective 
application of 4C marketing mix strategy. 
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费市场。到 2015 年，全球医药支出将达到 1.1 万亿美元，对比与过去 2006-2010
年的 6.2%的年增长率，预计 2011-2015 五年的年复合增长率将下降到 3-6%。
2010-2015 年全球总支出增长额预计将在 2005-2010 年增长的 2510 亿美元的基
础上增长 2100-2400 亿美元。据 IMS 分析，到 2015 年，美国占国际医药市场
支出的份额将从 2005 年的 41%下降到 31%，而位于国际医药市场支出份额第
二名的西欧国家同时也将从 20%下降到 13%。同时，17%高增长新兴市场将由
中国引领，到 2015 年中国所占份额将从 2005 年的 12%上升到 28%。而且，在
全球医药行业中，抗肿瘤药物市场引领增长，其中靶向抗肿瘤药物更是一支独
秀。在全球细分的 20 个治疗领域中，抗肿瘤药物市场将以年复合率 5-8%的速
度继续高速增长，预计到 2015 年将到达 75-80 亿美元，成为各治疗领域中市场
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证券经济研究所 2012 年在关于《东亚地区癌症负担和治疗策略》的报告中指出， 
2010 年中国肿瘤患者高达 268 万人，死于肿瘤的患者数量为 197 万人，而且其
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